A Study on the Tactics and Barriers of the Exploitation of DesertTourism Resources and Developments in Iran

INTRODUCTION
The depth of travel and tourism in global markets is significant. In the US, for instance, travel and tourism is one of the largest industries, generating US $2 trillion in economic output. Of the US $2 trillion, US $155bn was generated from auto transportation (US Travel, 2013) . The phrase 'desert tourism' refers to a diversity of products, experiences and environments. There is no clear single 'desert tourism' market, rather a collection of markets which are characterized by their small scale and complex interactions with natural, social and cultural environments. They can create new jobs, determines the country's economic growth and supports the infrastructure development. The number of travelers in 2010 were around one billion twice as many as it was estimated in 1995. Around 80% of tourists travelers are from the first twenty richest country (Riasi & Pourmiri, 2015) . Iran also has a lot of tourist attractions, but due to some issues such as the political, economical, cultural, social, and religious issues which have been considered as obstacles to its advancement, this industry have been affected (Kavousy et al., 2009) . Travel within the drive tourism sector includes automobiles, motorcycles, four-wheel drive vehicles, recreational vehicle travel, and caravanning (Prideaux & Carson, 2011) . The current academic literature has very little to say about 'desert tourism', although cases of tourism in desert areas feature in the discourse on sustainable tourism and eco-tourism more generally. According to The International Ecotourism Society (TIES) 2006, "Nature-based tourism: any form of tourism that relies primarily on the natural environment for its attractions or settings".
On the other hand, One-fifth of the Earth is covered by deserts and the population of the deserts is around 13 percent of the world's population (Quinn, 2008) . Regardless of some apparently uneven lands, deserts have large significant matchless natural and human attractions and a great deal of profit can be made thorough industry of tourism if they are supervised correctly. One of the significant parts of the world's natural and cultural heritage is deserts. Deserts are considered as an important support for economic activities. Tourism as one of these economic activities offers employment and job opportunities to local societies (UNEP, 2006) . Along these lines, Iran is a country with very divers' nature, mountains, lakes, caves, forests, deserts, exclusive animal and plant species, various water springs and much more like the several Islands in the south and shores of the Caspian Sea in the north. Hence, the current research is made an attempt to identify the main barriers and strategies to the development of desert tourism in Shahdad Iran. Shahdad is located 100km east of Kerman province. To do so, the quantitative method approach involving a questionnaire survey with closedended questions and qualitative semi-structured interview as a primary data collection method is used to identify the barriers and challenges of desert tourism in Shahdad.
There were some limitations for this study. For example, the authorities of cultural heritage in Kerman city were unavailable most of the time and setting an appointment with them was extremely difficult and it was necessary to call them several times before traveling to Kerman. On occasions interviewees sidetracked the discussion during the interview due to some security issues. Thus it was needed for the interviewer to control and lead the interviewee to the question. In addition we were required to call the agency managers several times before sending them the questionnaire so that they won't forget it. It was also need to refer to them several times to collect a filled questionnaire.
Kerman province and its potential:
The province of Kerman is a second largest province in Iran covering an area of 181,714 sq. km located in the south east of Iran. Shahdad desert is part of Lut Desert. It is an unexplored land which can open a new window to ecotourism in Iran. Desert is not simply a geographical phenomenon, but is also of historical and cultural value.
Its starry nights combined with elusive mirages, unparalleled silence, historical monuments and sweet taste of Shahdad dates can appeal to any taste and every nationality. There is also the permanent Shour (salty) river with beautiful salt crystals, Gandom_e Beryan hill, Barout gorge, egg shaped salt formations, as well as desert plants that aggrandize beauty of the desert (see
Fig. 0-1).
Planning & Management of Tourism in Iran:
Iran covers a land area of 1.64 million km2. It is classified among the 17 largest countries in the world. The whole area of Iran is divided into four parts: 1/2 mountains, 1/4 deserts and ¼ fertile plains and other geographical regions. Geographical distribution of income earned by tourism is not equal in the world. Iran has less than 1% income of Middle East from tourism and the Middle East itself has just 2.5% income of world's tourism. Unlike many countries, no variation or change in this area of tourism economics will be done in Iran. The number of foreign tourists in Iran has been announced to be 2 million by Cultural Heritage and Tourism Organization (2010), which is regarded as an exaggerated amount by many experts (Keihan newspaper, 2010). According to UNESCO, Iran is significant in the world's tourism, due to existence of sea, desert, warm-watered spa, varied wild life, religious tourism attractions, and a seven thousand civilization (Keihan newspaper, 2010) . 75% of the tourists in Iran have been from Azerbaijan, Pakistan, Turkey, and Afghanistan.
The tourists of Western Europe were only 5% and the tourists of continent of America were only 3%. The tourists from the neighboring countries of Iran that are financially weak have made the income of tourism industry in Iran even less than the average income of South Asia. Hence, it is really necessary to find a solution to attract the tourists of American and European countries so that we can be hopeful about the high incomes. 
Methodology:
According to Creswell (1994) a quantitative approach is an inquisition into a social or personal problem, testing theories based on variables, or measuring numbers which are analyzed through statistical procedures in order to prove the preliminary theory to be true. As Creswell (1994) adds a qualitative approach is a paradigm in which a study is defined as an inquiry for understanding a social or personal problem through building a complex picture formed with words which is conducted in natural setting. According to Saunders (2000) there are two types of data, primary and secondary. This study takes the above mentioned approach to analyze the collected data with regard to the Mix method approach. In other words, this study will use the quantitative and qualitative method approach using self-administered written questionnaire and interview (see Fig. 0-2) . The purpose of doing this study questionnaires were used to collect the required data from Tour
Agents specialized in desert tourism in two cities of Iran, namely Tehran and Kerman, (Shahdad Desert). A total number of 120 questionnaires were distributed to Tour Agents during 10 days in Kerman and 12 days in Tehran. For the purpose of data collection of qualitative method, seven people namely the Tourism Authority Managers in Kerman were invited for an interview .An official letter on behalf of the school (HBP) was taken to Tourism Organization of Kerman. This letter was also, in the first place, translated into Persian. The questionnaire is divided into three sections; The first section of the questionnaire includes 8 factors related to the respondent's background, and it includes close ended questions. The second section of the questionnaire includes 6 questions related to the characteristics of Desert Tourism, which includes open questions. The third part of the questionnaire concerns factors of barriers and challenges. In fact, this 77 sections are the main section and helps to find out all barriers and challenges to desert tourism in Shahdad. The qualitative thematic analysis method was used to analyze and interpret the collected data. According to Braun and Clarke (2006) , "Thematic analysis is identifying, analyzing and reporting patterns (themes) within data. It minimally organizes and describes your data set in detail. However, frequently it goes further than this, and interprets various aspects of the research topic". 
Analysis of Results:
According to the responses of agents, the mostly international tourist arrivals in this survey were from Germany, France, Spain and Italy that the (20.7%), (16.1%), (12.6%) and (11.5%) respectively, as shown in The respondent profile is presented in Table 0 -1. Most of the respondents were male (57%) and hold bachelor degrees (55.2%). The results also show that 66% of the respondents have 11 to 20 years of working experiences. Most of the international tourists came from Germany (20%) followed by France (16%) and Spain (12%). Tehran and Shiraz have the largest number of domestic tourists for visiting Shahdad desert. 77% of the agents had 1 to 10 tours to the Shahdad desert every year. Furthermore, most of the respondents claimed that the average cost of each tour is less than $ 51-100. The findings indicated that from a total of 87 respondents, 50 were males accounting to the 57.5% of the sample. The balancing 37 respondents were females, representing the 42.5% of the respondents. Among 87 respondents, the 18.4% reported a monthly income inferior than 100 USD, followed by a 72.4 in the 101-200 USD income, a 9.2% in the 201-300 USD income, while 0% of the respondents indicated that they earned between 301-400,401-500 and above 500 USD. According to the responses of agents, the mostly international tourist arrivals in this survey were from Germany, France, Spain and Italy that the (20.7%), (16.1%), (12.6%) and (11.5%) respectively. According to responses of agents, the majority of domestic tourist were from Tehran and Shiraz that percentages are 34.5% and 29.9%. The two variables namely "Foreign tourists have the same freedom compare to other countries" and "There are proper vehicles to transport tourists" have the highest means of (4.49) and (4.41) respectively among the social and cultural barriers the positive items.. However most of the respondents disagreed with them. And the negative items "There are more restrictions for tourists In Islamic countries", "There are negative advertisements about this area which can affect on tourist attraction", "Lack of accommodation for tourist in desert" and " Lack of participation's local people" have the highest means of (4.26), (4.21) and (4.19) respectively. However, most of the respondents agreed with them. This suggests that these factors can be regarded as the most important barriers (see Table 0 -4). The two items "There is enough supports from tourism organization to develop tourist industry in desert" and "Holding desert tours is expensive" have the highest mean (4.13 and 3.90) respectively. Moreover, the statistics show that the first item is positive and most of the respondents disagreed with it while the other one is negative, and most of the respondents agreed with it. This shows that these are the important factors of economic barriers.
From the economic view, there are a lot of problems between governmental sector and private sector. Based on the results obtained in the economic barriers section, most of the agencies as the private sectors believe that the governmental sector does not support them. The following reasons can be the causes of the lack of investment interest in tourism: Lack of certainty about the significant profit and efficiency, high interest of the loans and lack of cooperation from the banks, the high cost of electricity, water, telephone and the essential installations that are needed in tourism sites and hotels, the high cost of lands, the slow progress in getting the building license from the governor or other authorities, the problems of providing standard building materials in farfetched places and generally the lack of support from the formal organization that can be useful in emergency times. Thus, due to the mentioned reasons, the private sectors are not interested in investing in tourism. Regarding this the financial deputy and Travel Agents Monitoring mentioned different reasons for barriers: "Government has agreed to supports the private sectors for investing on desert tourism. But unfortunately, there have not been any proposals from private sectors since they haven't visited that region carefully and then make the decision about it, they want the government to prepare all the basis for them". "Private sectors don't invest on desert tourism, because they do not have enough information about desert tourism and don't trust its financial benefits". According to Regional Tourism Development strategies Project (2000) in Iran, it was mentioned about improving coordination and communication between the private and public sector facility and service providers. Some other barriers such as Political and Safety and Human resources are presented in full detail in (Annis Nobahar, the development of desert tourism in Shahdad Iran: barriers and challenges, master thesis, 2012).
Conclusion:
Since Iran Autonomous Region is one of the most immense region with wide-ranging desert. However, the desert development utilization and advertisement lagged behind Kerman province and the great value in the desert itself is not yet incarnated completely. This paper made an attempt to analyze systematically the characteristics and advantages of desert-tourism in Iran, Kerman. The author proposes some developmental tactics, which are the combination of exploitation and harness and protective development based on the study of orientating. Data was collected by distributing 120 questionnaires to the travel agencies as respondent who were specialized in Shahdad Desert. Seven people were selected from authorities of Cultural Heritage, Handicraft & Tourism Organization in Kerman Province. The data was analyzed the statistical software package SPSS 16.0 for windows and thematic analysis. It is found that some improving of coordination and communication between the private and public sector facility and service providers. The other barriers such as Political and Safety and Human resources are found in this research.
Hence in the present study tried to identify the barriers of planning and development of desert tourism and the challenges of promoting desert tourism in Shahdad desert in Iran. It can be affirmatively concluded that all the research objectives and research questions have been successfully achieved. This study was an attempt to discover the current barriers and challenges in the development of tourism in Shadad desert regarding the viewpoints and ideas of private and governmental sectors. Based on the discussed barriers of desert tourist in Iran in this chapter and also the current barriers and challenges which have been mentioned in literature review, there are some strategies. It is hoped that desert tourism can be developed and improved through these strategies. But this cannot be fulfilled unless the authorities of tourism in Iran take this issue into consideration with more responsibility and sympathy.
